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The importance of the Hong Kong garment industry is
reflected by its leading position in terms of numbers of
establishments, the size of its labor force and domestic
exports since the beginning of Hong Kong's
industrialization.
This research report studies the opportunities for
the industry to penetrate the relatively untapped Japan
market. The research studies briefly the present position
with regards to the export of Hong Kong garments to Japan,
based on statistics, analyzes the strengths, weaknesses,
opportunities and possible promblem areas and recommends a
course of action for the Hong Kong garment manufacturers.
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Bacground and Significance of Problem
For many years, the garment industry has been the
leader in Hong Kong's manufacturing sector, not only in
terms of the number of establishments and employees but
also in domestic exports.
In September of 1986, there were 10,336 manufacturing
concerns employing 299,373 people in the industry. These
figures represent 21% of Hong Kong's industrial concerns
and 34% of the labor force.
Right from the early days of Hong Kong's
industrialization, the garment industry was at the
forefront. Although exports continued to increase in 1985
and 1986, with figures of HK$44,912 million and HK$52,162
million respectively, the percentage of the industry's
share of total domestic exports dropped froh--,35% to 3458.
Although still the leading exporter in Hong Kong, the
industry's position of first in the world for garment
exports, maintained for many years, was taken over by Italy
in 1986.[1]
With increasing protectionism from the western
countries, especially the U.S.A., it is worthwhile
exploring any potential market that has not been fully
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tapped. Although the U.S.A. will remain the largest
market for Hong Kong products for many years to come, this
market may continue to decline. This is demonstrated in the
1985 and 1986 U.S. clothing import figures of HK$24,702
million and HK$26,921 million respectively, representing
55% and 52% of total Hong Kong clothing exports.[2]
The U.S. dollar has continued to fall against other
hard currencies such as Sterling, Deutsche Marks and the
Japanese Yen since 1986. With the Hong Kong dollar pegged
to the U.S. dollar, Hong Kong products have become much
more competitive. After a decline of 4% in 1985, domestic
exports of clothing rose by 16% in 1986. Much of the
impetus for growth was the revival in demand from European
and Japanese markets mostly due to the competitive price of
Hong Kong's garments.
With the current strength of the Japanese Yen, it
has become more expensive for Japan to produce many
products domestically than to buy from abroad. Hence Japan
is restructuring her economy and is moving much of its
industrial production offshore. Sizable investments have
been made in the U.S.A., Taiwan, South Korea, Singapore and
Hong Kong. The Japanese government, partly as a result of
pressure from western countries, has waived many of their
trade barriers to allow foreign products easier access.
In fact, Hong Kong's clothing exports to Japan
increased from HK$1,682 million in 1985 to HK$2,412 million
in 1986, representing 3.7% and 4.6% of total clothing
3
exports respectively. Japan has acutally now replaced
Canada to become the fourth largest importer of Hong Kong
garments since 1986.[3]
Objectives
In the light of the changing economic environment,
with increasing numbers of garment manufacturers moving
most of their production to Guangdong Province in China to
reduce labor costs, and in view of the relative price
competitiveness of the Hong Kong garment exports to
countries other than the States to bypass protectionism,
it is worthwhile initiating an in-depth study of:
1) The underlying factors that give Hong Kong
garments a competitive edge in different markets
2) The garment export profile of Hong Kong, by
products and by countries, and the product image
in the Japanese market
3) The present level of trade organizations,
quasi-government, and government liaision in
between Hong Kong and Japan regarding the
bilateral trade in general and with special
emphasis on the garment industry
4) Japan as a clothing market, the Japanese as
consumers, Japanese trade practices and specific
requirements and the Japanese distribution
system
5) The strengths, weaknesses, opportunities and
problems the Hong Kong garment industry faces
in pursuing the Japanese market;
46) Marketing and promotional strategies and long-term
programs needed to upgrade the image of the Hong
Kong garment industry.
CHAPTER II
INTERNATIONAL MARKETING: THE GEOBUSINESS MODEL
Doctrine ofr Comparative Advantage
Why do countries trade with each other? Or, to go
back to the basics: why do people trade with each other?
Why do countries import and export the variety of products
they do, and at what relative prices or on what terms of
trade?
This goes back to the classical trade theory, or the
Doctrine of Comparative Advantage first outlined by David
Ricardo in the early 19th century. This doctrine
emphasizes relative rather than absolute cost differences.
Although the original Ricardo version assumed that costs
are determined only by the amount of labor time required in
production, it has been modified and developed further
since then. The modern version takes all factors of
production into account: land, labor, capital and
entrepreunership/management.[4]
If international trade is based on differences in
comparative cost, how can these cost differences be
explained? According to the Heckscher-Ohlin theorem, the
differences in comparative costs are attributable to
differences between countries in factor endowments, or
resources. Hence country "A" will import products which,
6if produced domestically, would be more expensive because
of one or more relative cost factors, from country "B"
whose expenses are less due to the relatively cheaper
and abundant natural resources.[5]
The Geobusiness Model
The geobusiness model attempts to provide a
comprehensive framework for explaining and predicting
overall international business patterns..... It
incorporates a large number of key variables whose
interaction changes the geographical source and
destination of inter-nation business activity. It
recognizes that the individual enterprise is the
motive force and that international business
patterns are shaped by the adjustments of specific
enterprises, operating competitively over a range of
national environments to survive and grow.[61
Such variables can be grouped under three headings:
(1) conditioning variables, (2) motivation variables, and
(3) control variables, as illustrated in Table 2.1.[71
At the international level, the following
conditioning and control variables are particularly
relevant to this study:
1) Foreign Exchange and the Balance of Payment
variables within the International Financial
Framework, and
2) Tariff and Non-Tariff Trade Barriers, and
Bi-lateral Trade Agreements in the International
Trade Framework.(8]
At the country-specific level, the relative
.competitive positions of individual industries and
competing countries' moves and threats are worth studying.
The Hong Kong garment industry, facing increased
protectionism from the U.S. and Western Europe, becomes a
market seeker', whereas Japanese wholesalers facing
increasing labor costs, are production-efficiency
seekers'. However being more aware of different level of
production sophistication and the pricing strategies of
Hong Kong and her competitors in South Korea, Taiwan and
China-- Hong Kong and Japan are achieving a more stable
supply and demand arrrangement by operating in a 'basket
of markets'-- the 'risk avoidance and diversification'
motives.[9]
At the product and company specific level, this study
will move away from the area of international trade to the
activities of international marketing: product development,
pricing, promotion, distribution channel management, and
market research, etc. Needless to say, any decisions made




Jariables Affecting International Business Activities [7)
Conditioning variable!
Product-specific
Product and factor rcyuircmcnts, tcchnoloa, and production
characteristics.
county specific a. National market demands.
b. Disparities in natural and human resource endowments.
c. Disparities in technological, cultural, institutional, eco-
nomic, and political environments.
Intcr-nation International financial, trade, transportation, and communica-
tion systems and agreements that affect the spatial move-
ment of information, money, goods, people, etc.
Motivation variables:
Fii-vl-specific Geographical perception and resource availability.
Competitive The relative competitive position of inclividual'entcipriscs and
competitor moves and tl'ii cats.
Control variables:
Country-sl)cci11c Administrative actions, laws, and policies of home- and host-
country gover'nnl(!nts that directly or indirectly influence in-
ternational I)uti111(:SS through l)ositive incentives and/or neg-
ative controls.
Inter-nation International agreements, treaties, and codes of conduct di-
rectly allecting the pattern of international business.
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RESEARCH METHODOLOGY
This research as already stated in Chapter 1, is
intended to be an 'exploratory' and 'descriptive'
research.[11] Although several studies of the Japanese
clothing market already exist, there has beeen no
empirical research on how Hong Kong manufacturers market
their clothing products to Japan. This study is
therefore intended to gain familarity with a phenomenon or
to achieve new insights into it, often in order to
formulate a more precise research problem or to develop
hypothesis.[12]
This study will be qualitative and flexible insofar
as no formal questionnaires or statistical analyses have
been employed. Strong emphasis was placed on the initiative
and action needed to open the Japanese market, the problems
encountered in the field of order quantities, quality
specification, delivery schedules and lead- times, and the
different marketing channels encountered in exporting to
Japan.
Desk Research
In order to provide background information, various
books and marketing reports on Japan were studied in
detail. These reports were compared with trade
statistics published by the Hong Kong and Japanese
government and quasi-government organizations such as the
Government Publications Office, the Hong Kong Trade
Development Council and the Japanese Export Trade
Organization's (JETRO) Hong Kong Office. Sources were as
follows:
1) Annual Digest of Statistics (1982- 1986) which
extracts all important statistics on different
aspects of the economy. Statistics for certain
items over the last ten years are listed for
comparison.
2) Hong Kong Trade Statistics (monthly) which
provides detailed data of Hong Kong's domestic
exports, re-exports and imports.
3) Hong Kong Review of Overseas Trade (1985- 1986)
which contains statistics of Hong Kong's imports
and exports by markets and principal commodities.
4) Focus Japan (monthly) which reports highlighted
issues and extracts major economic indicators of
the Japanese economy and foreign trade.
These statistics were then compiled into tables and
charts for analysis and comparison.
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Interviews
Of the various prospective interviewees contacted,
one organization turned down the request without giving any
reason, and the executives of two more companies were too
busy so that interviews could not be arranged in time for
the completion of this report.
In order to achieve a thorough understanding of the
different aspects of the Japanese clothing market, the
following were selected for interview:
1) The Hong Kong Trade Development Council and the
Japanese Export Trade Organization to provide
impartial views of quasi-government and trade
association of both the Hong Kong and Japanese
perspectives.
2) Various buying offices in Hong Kong of
Japanese shoga-shasa (trading houses),
department stores and chain-stores to obtain
their views on the quality of Hong Kong clothing,
the design and delivery times.
3) Various manufacturers and/or exporters of clothing
items to Japan. Special attention was given to
the selection of factories who specialize in the
Japanese market, or who now direct their
marketing efforts to Japan. Organizations of
different size, either in terms of sales-turnover
or number of employees, or a diversified range of
clothing items, etc. Special emphasis were
given to compare the various requirements of the
12
Japanese market with the U.S. market. In
addition, exploratory questions aimed at
identifying the rationale for the various action
plans and strategies were asked. The
interviewees were asked to describe their
experiences and give their views in relation to
the Japanese market and to provide examples for
illustration wherever possible.
The average interview took one hour to complete, with
the longest one taking two hours and the shortest 40
minutes. Open ended questions loosely related to the
interview guide were raised, and the candid views
expressed by the interviewee provided insights useful in
confirming or amending the suggestions made by the
marketing reports from the various quasi-public
organizations. A complete list of interviewees is
furnished in Appendix 1.
Limitations
Since this study is only of an exploratory nature,
care must be taken in drawing conclusions and making
generalizations. The major limitations of this study
include the non-random nature of the sample, and the small
number 'of interviews. Hence, statistical tests of
significance are not applicable to the information
collected from the various statistics, marketing reports
and interview reponses. For these reasons, the findings
and recommendations of this study are not intended to be
definitive, but rather to stimulate insights into the
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and recommendations of this study are not intended to be
definitive, but rather to stimulate insights into the
research area of Japanese marketing, in particular, the
clothing industry, for more definitive studies in the
future.
CHAPTER IV
BILATERAL TRADE: HONG KONG AND JAPAN
The Hong Kong Garment Industry
As already stated, the garment industry has been the
leader in the manufacturing sector for many years. To
illustrate the steady development of the industry, the
numbers of establishments and employment throughout
1982-1986 are shown in Charts 4.1 and 4.2.
Hong Kong's clothing products are fairly competitive
compared with the other three "Asian dragons", ie. South
Korea, Taiwan and Singapore since they are mostly in the
medium price range. To maintain this position cheap labor
costs are important the other cost factors are fairly
constant for all exporting countries. The cost composition
of labor charges in the Hong Kong garment industry compared
to other Asian countries are shown in Charts 4.3 and 4.4.
Clothing Ex orto to The World Market
For years Hong Kong has been the largest clothing
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Chart 4.4
Unit Labor Costs of the Manufacturing Sector, Hong Kong
Compared with Other Countries, 1980 -- 1985
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Chart 4.5
Hong Kong's Position as an Exporter of Garments



















Although still the leading exporter in Hong Kong, the
industry's position of first in the world for garment
exports, maintained for many year, was taken over by Italy
in 1986.
The loss of the leadership in world garment exports
demonstrates that Hong Kong can be overtaken. In fact,
the reversal of the Hong Kong/Italy/South Korea position
of 1985 to Italy/Hong Kong/South Korea in 1986 implies
that Hong Kong is facing increasing competition in the
European market from Italy and France in the medium to
high bracket and from South Korea, Taiwan, China, Mexico
and Brazil as far as the U.S.A. market is concerned.
The U.S.A. has been the largest importer of Hong Kong
garments for many years. Although the export value to the
States was increased from HK$24,702 million in 1985 to
HK$26,921 million in 1986, the percentage share of the
exports was reduced from 55% to 52%. This reduction is
partly due to steadily increasing American protectionism.
Although attempts to over-rule the Presidential veto
of the Thurmond-Jenkins Textile Bill (1985) were defeated
in August 1986, protectionist feelings have persisted, and
a number of Bills to limit textile and garment imports
have been lobbyed and introduced into Congress since then
by the Protectionist Lobby.
As a result of the Hong Kong dollar/U.S. dollar peg,
Hong Kong products have become a lot more price
competitive. As shown in Table 4.1, the biggest increase
in exports in 1986 was to Japan and the Federal Republic of
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Germany, with an increase of 43% and 39% respectively over
1985. In replacing Canada as the fourth largest importer
of garments from Hong Kong, Japan has accounted for 4.6%,
or HK$2,412 million worth of total clothing exports.[14]
Table 4.1
Hong Kong's Domestic Exports of Garment Accessories, 1986
Hong Kong's Domestic Exports of Articles of
Apparel Clothing Accessories in 1986
Major Markets Value Change
(HK$ Mn.) Share 86/85
U.S.A. 26,921 51.6 + 9
F.R. Germany 6,328 12.1 +39
U.K. 4,869 9.3 +26




Sweden 1,066 2.0 +21
China 783 +601.5







Singapore 201 0.4 + 2
-27Saudi Arabia 172 0.3
Belgium/Luxembourg +40146 0.3
-24United Arab Emirates 127 0.2
Poland. +14126 0.2














Overseas Promotion of Hong Kong Products
Hong Kong Trade Development Council
As an export-led economy, Hong Kong depends on the
ability to market its products, or rather to produce what
it can sell. Although Hong Kong practices a lassiz-faire
economy, the Government has played a strong part in
promoting its products overseas.
Before 1966, Government departments worked in
co-operation with the General Chamber of Commerce and the
Federation of Hong Kong Industries for the promotion of
overseas trade. With no central planning, however, such
activities were often confused and efforts were duplicated.
These organizations received government funding for their
activities, which was often duplicated by the Chinese
Manufacturers' Association who worked independently and
received no Government subsidy.
To solve the problem, the Hong Kong Trade Development
Council (HKTDC) was created in 1966 by Statute. The
function of the Trade Development Council is defined by the
Hong Kong Trade Development Ordinance 28 of 1966, viz.:
the provision not only of support for current export
endeavours but also of guidance to Hong Kong traders and
manufacturers in the production of new and improved
products to be sold through new and improved channels and
methods.[15]
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Recent HKTDC Promotions in Japan
Since Japan is a market largely untapped, the HKTDC
try very hard to promote the Hong Kong product image in the
last two years. In 1987 the HKTDC joined with Seibu
Department Store in Tokyo for a series of product displays
and fashion shows-- Hello Hong Kong'. Celebrity who is
very popular in Japan like Jacky Chan was invited to
demonstrate the Hong Kong clothings.
In March 1988, a delegation led by the Governor Sir
David Wilson and HKTDC Chairman Miss Lydia Dunn, visited
Osaka to open the program 'Live Hong Kong'. A joint
meeting of the Hong Kong/Japan Business Co-operation
Committee and the Japan/Hong Kong Business Co-operation
Committee was held to discuss better facilitation of
bilateral trade.
Other promotional activities were sponsored by the
Osaka Daimaru Department Store. A brief report on these
activities is given in Appendix 2.
Bilateral Trade: Hong Kong and Japan
Japanese Economy
The Japanese economy is the second largest in the
western world, with a-GNP per capita of X2,722,455, or an
equivalent of US$16,155, in 1986. Selected economic
indicators are given in Table 4.2.[16]
Table 4.2
Selected Economic Indicators of Japan [16]
Area: 372,313 Sq. Km.
(Slightly larger than Italy, Norway or
Malaysia, or one-and-a-half that of
United Kingdom)
Population: 121.49 million
(1986) (Half that of U.S.A., but double that of
West Germany, Italy, U.K. and France)
GNP: 4330,751 billion
(1986) (Approx. US$1,963 billion) (US$1=*168.5)
GNP per Capita 2,722,755
(1986) (Approx. US$16,155) (US$1=Y168.5)
Total Imports Total Exports
1983 430,015 billion billionX34,909





However, although self-sufficient in both capital and
consumer goods, Japan has to import crude oil and metal
ores in the primary sector, and remains a woefully small
export market. Because of highly competitive exports such
as raw materials, machinery, electrical appliances and
automobiles, etc., Japan runs substantial trade
surplusses with most countries.
Imbalance Trade
In 1986, Hong Kong exported a mere HK$6.2 billion
worth of goods, or 4% of the total domestic exports to
Japan whereas the import of Japanese goods amounted to an
overwhelming HK$56 billion, ie. 20% of total imports. The
bilateral trade deficit (including re-export) for the year
was HK$43 billion, or 77% of the domestic exports.[17]
In a speech delivered on March 30, 1988 in Tokyo at a
Joint Meeting of the Hong Kong/Japan Business Co-operation
Committee and the Japan/Hong Kong Business Co-operation
Committee, the Governor Sir David Wilson said he was
pleased that Hong Kong's domestic export to Japan had
increased by 112% in the years 1986 and 1987.
Nevertheless, he remarked on the fact that the trade
deficit is very large, amounting to 973 billion
(approximately HK$57 billion: X100=HK$5.86), whereas
total imports from Japan amount to more than seven times
the amount of Hong Kong exports to Japan. In 1987,
purchase of Japanese goods per capita Hong Kong amounted to
156,000 compared to that of Y50,000 in the U.S.A. and
17,000 in the European Community.[18]
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Sir David however acknowledged that with the small
size of the Hong Kong economy it is not possible to have a
balance of trade, but commented that the current huge trade
deficit needed to be reduced. He said he would welcome a
further opening of the Japanese market and appreciated the
Action Program, established in 1985 by the Japanese
government, as a positive step towards addressing the
issue.
Japanese Imports of Hong Kong Garments
Thy Ranking of Hong Kong Garments with
Those of Other Countries
Although Hong Kong is the largest garment exporter in
the world, during the five--year period 1983-1987 Hong
Kong's products only ranked fifth in Japan's total imports.
Hong Kong garments do not only rank behind the cheaper
products of South Korea, China and Taiwan, but also behind
the medium price products of Italy. Details are shown in
Table 4.3.[19]
Japan's Action Program for Easy Access to Its Markets
For many years Japan maintained a massive trade
surplus with the U.S.A. This surplus intensified
American pressure on Japan to initiate measures to open up
its market. In order to forestall protectionism against
Japanese exports, Prime Minister Yasuhiro Nakasone
announced the Japanese Action Program on July 30, 1985,
which would be implemented over the next three years.
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Table 4.3
Japan's Import of Non-fur Clothing, 1983-87 [19]
Value : $ 'Mn.
1987 7. Change1986198519841983 (Jan-Nov)
Najor Suppliers 87/867.7.(Selection based on 1987 figures) 7.7. 84/83 85/84 86/857. ValueValueValue (J- N)ValueValue ShareShareShareShareShare
468 127100.0 568.390 100.0424.877100.0 430.152 100.0312,009 100.0 397.058WORLD
622 94239.8226,11936.91441,121 33.5 156,68635.732.0 141,84499,850Rep. of Korea
27 27153419.521.9 110,95993,06125.3108,90521.720.6 86,05164,1732. China
46 5 10 5315.7 16.066,540 90,91914.060,40016.063,57814.043,6873. Taiwan
14 6 299.339,428 8.60.3 49,05139,9619.337,72512.639,3054. Italy
53184.7 81026,6624.418,5235.322,58520,918 5.36.119,023Hong Kong
2901512.12.4 12,2082.0 2.2 10,1369,3248,0932.68,1556. France
284 16 112.112,2042.39,8912.611,0652.49,5553.09,2217. U.K.
9 983112.111,8851.61.7 6,6491.97,566 7,3162.78,5208. U.S.A.
Source: Japan Exports and Imports
Hong Kong Trade Development Council
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The program covers:
1) Tariff reduction and elimination,
2) fewer import quotas,
3) liberalized standards, certification, and import
procedures,
4) increased access to government procurement
measures,
5) further liberalization of financial and capital
markets, and
6) improved market access in the service area and
promotion of imports and investments.[20]
As from January 1986, the import tariff on 1,853
items, or 80% of all dutiable items, was reduced by about
20% or eliminated altogether. Of these, Hong Kong
benefits from 343 items. The tariff schedules of selected
items are shown in Appendix 3. Also as from April 1, 1986,
quantitative quota restrictions on the importation of
leather and leather footwear were eliminated and replaced
by tariff quota.
Japan also improved her Generalized System of
Preferences (GSP) in April 1, 1987. The main improvements
are:
1) unlimited application of zero preferential tariff
rates to most of the industrial products on which
ceilings were imposed previously,
2) expansion of ceilings (30% on average) for
products still under the ceiling system, and
3) expansion of all GSP coverage.[21]
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Several items of clothing and textiles were among
Hong Kong exports affected.
Japanese Import Regulations on Garments
Quotas and Tariffs Defined
Quotas and Tariffs are trade barriers. Compared to
tariffs, import quotas are more effective devices for trade
control for the importing country, because they state
the maximum quantity of imports. On the other hand, from
the exporting countries' point of view, quotas or other
forms of import licensing, are very frustrating, because
they punish the successful industries.
Tariffs are another form of trade barrier. They
include general import duties, and other import taxes such
as surcharges, anti-dumping duties and tariff-quotas. They
are not as effective in controlling imports as they work
within the market mechanism by changing the price
differential in favor of domestic producers. However, the
value and quantities imported are still determined by
supply and demand and the effect on the exporting countries
depends on their ability to absorb such artificial price
increase.[221
Japan's Tariffs on Garments
Tariffs and regulations are of minor significance
and do not constitute barriers to exporting to Japan there
are no quotas on the import of textile goods to Japan.
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There is also a tariff exemption up to a specified
limit. These global ceilings of the total CIF import value
allowed are set each year by the Japanese Ministry of
International Trade and Industry (MITI). The global
ceilings for the fiscal year 1.987/88 are shown in Table
4.4. [23)
Under this tariff exemption, a Preferential Tariff
Schedule (which is a zero rate) is assessed on all products
exported from Preference-receiving countries. Hong Kong,
along with South Korea, China and Taiwan, is a beneficiary
of the Generalized System of Preference (GSP). The global
ceilings are open for all Preference-receiving countries
on a first-come-first-served basis. Starting from April 1,
1987, however, the individual country ceiling has been
reduced from the original one-third to one-fourth of the
global ceiling.
Therefore, when a Preference-receiving country like
Hong Kong exports to Japan more than one-fourth of the
global ceiling, the import duties will be assessed in the
following order: GATT rate (for contracting countries of
the General Agreement on Tariffs and Trade), Temporary rate
and General rate. If the GATT rate is not lower than the
other rates, the Temporary rate is used. If there is no
Temporary rate, the General rate is used. The rates of
duty applicable to garments imported to Japan in the fiscal
year 1987/88 are shown in Appendix 6.
Table 4.4
Global Ceilings for Selected Clothing Items
in Fiscal Year 1987/88 [23]
Tariff Item No. Ceiling Quota( Million)
86/87 87/88
60.04 Under garments 1, 096 1,206
60.05 Outer garments 6,684 7,352
60.06 Elastic articles 75 liberalized
61.01 Men's/Boy's











MARKETING GARMENTS TO JAPAN
Barriers Identified to Exporting to Japan
Although the Hong Kong Government has done a great
deal in promoting the export of domestic products to Japan,
for years many large manufacturers have shown a reluctance
to sell to Japan. Since Hong Kong clothing items are
imported by Japan without any quota restriction and with
tariff exemption under the GSP, the market barriers do not
come from Government obstacles.
Most of the people interviewed in this study agree
that although Japan could be the largest single market
still untapped, the market potential and order quantity are
much smaller than those of the U.S.A. Concern over small
order quantities with a large number of colors per style
often discourages Hong Kong manufacturers. As Mr. Kenneth
Fang, President of the Fang Brothers Knitting Ltd.
explained, most Japanese buyers are too stringent in their
specifications and do not have much confidence in Hong Kong
products.[24]
Another obstacle to marketing to Japan is the
complicated Japanese distribution channels. Hong Kong
manufacturers find it surprising that Japanese
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importers can sell to three or four levels of wholesalers
before reaching the retailers. Mr. Yu Sun-say, Director
of Hong Kong International Knitwear Manufacturing Co.
stated that most Japanese wholesalers either do not want to
handle large numbers of brands, or do not handle foreign
brands at all.[25]
The last obstacle is the most difficult one. This is
the language barrier. While most Hong Kong manufacturers
and exporters are happy to communicate in English with
American and European customers, they complain that all
Japanese designs and specifications are in Japanese. In
this respect Korean and Taiwanese, who are fluent in
Japanese have a big advantage over Hong Kong manufacturers.
Doing Business in Japan
Foreign visitors are often surprised by the
over-politeness they encounter in Japanese department
stores.
The foreign businessman needs to have an open mind
in order to adapt to the Japanese way of doing business.
When the Japanese are asked about their way of conducting
business, the answer is surprisingly not unique to the
Japanese at all. The head of the Osaka Chamber of Commerce
described it as:
"1) High quality must be given prime consideration,
2) How to obtain customers' trust,
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3) Americans who are slow in correcting the quality
problem can win the argument but lose the
business,
4) Contact legalistic society weakness is unwritten
in American business practice,
5) Customers are KINGS whom we serve,
6) Quick response--recall all merchandise. Trust
level becomes very high--appreciative supplier,
7) Slow response will demage trust-confidence,
8) Responsibility must be assumed to avoid serious
bad consequences,
9) How to start getting orders--many visits,
10) Provide good information--give and take useful,
11) Language capabilities--people should be sent to
learn Japanese,
12) Just in time delivery requirements,
13) Naniwa Bushi."[26]
Although some may argue with his comments on
American practice regarding the slow correction of quality
problems and insufficient written documentation, his
remarks on these two aspects are still very useful.
Naniwa Bushi is really the ethic of doing business.
It is related to the old Japanese concepts of Ninjo and
Giri--humanity, doing things in the proper ways,
.politeness, wisdom, etc. Although such concepts may be
difficult to understand in Western terms, they can be
appreciated easily by the Hong Kong businessman since they
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are basically concepts borrowed from Confucious and
Mencius. In business terms, it simply means moral and
ethical business.
Japan's Requirements on Garments
Order Quantities
Most Hong Kong manufacturers complain about small
order quantities but many variety of colors per style of
the typical Japanese order. They point out that the
Japanese place orders in units of 300-500 pieces whereas
American orders are in quantities of 3,000-5,000 dozens.
Of course, the order quantities depend very much on the
item. The usual size of orders from Japanese importers,
wholesalers and retailers are shown in Table 5.1.
For the importers, or brand manufacturers, products
without variation in style, pattern, or color, eg. trousers
are purchased in lots of 30,000 pieces while products
which have a wide variety of patterns, colors and styles,
eg. sweaters, are purchased in lots of about 3,000.[27]
The secondary wholesalers, who purchase and deliver
to the retailers, order much smaller quantities, and this
is not viable for most Hong Kong manufacturers. For
instance, the order size for a particular' color and shade
of knitted sweaters may be too small to find a dyeing
factory to do the yarn-dyeing work.
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Table 5.1
Common Order Quantities of Japanese Buyers [27]
Unit: Piece
Secondary
Brand Maker Wholesaler Retail Outlets*
Sweaters 3,000 30- 50 30- 50 to 300- 500
Jackets 6,000 20- 30 30- 50 to 300- 500
Shirts 6,000 40 30- 50 to 300- 500
Blouses 5,000 30- 40 30- 50 to 300- 500
Trousers 30,000 30 30- 50 to 300- 500
Note:* Depends on the size of store.
Secondary wholesaler orders are considered
to be one lot. Retail outlets purchase
from 1 to 10 lots, depending on outlet's
size.
Refill orders can be in any quantity.
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However, such obstacle can be overcome with the
co-operation of the Japanese buyer. If the customer can
supply the manufacturer with the exact fabric he wants, any
factory who cares enough for the order can handle the
production with extra effort.
As suggested by Miss Lily Lo of Wako Trading Co.,
with a little extra work in material handling and
production planning, large factories can organize workers
in their sample room to handle these small orders. Also
although Japanese orders are small they may present an
opportunity for small manufacturers or subcontractors who
employ less than 50 workers and do not have either the
manpower or the financial ability to handle large orders
from the U.S.[28]
Fashion Seasons and Delivery Schedule
While some marketing reports state that there are
four fashion seasons in Japan, others say that there are
six: early spring, spring, early summer, mid-summer, fall
and winter. In the fashion business, colors, styles and
materials change with the seasons.
Manufacturers are too concerned with the short
delivery times, the stringent requirements and too many
.seasonal changes. Such changing of designs may not be
necessary, as suggested by Mr. S. Masai of Marubeni Corp.,
this is generally the marketing strategy of large
department stores. While there are really six fashion
seasons in large cities like Tokyo and Osaka, changes in
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the countryside may not be as obvious. Moreover, Osaka
fashion trends may be a few months behind Tokyo, while
other cities and prefectures may be six months or more
behind.[29)
Manufacturers can specialize in one or two seasonal
lines throughout the year to avoid the necessity for
frequent sourcing of materials. Wako Trading, which sells
only to the Japanese market, handles just summer and
winter clothes. Miss Lo mentions a friend who produces
winnter clothes only, all year round, and exports to the
U.S. and Australia with their seasons.[30]
The seasonal activities and time schedule for the
planning of orders by the Japanese importers are shown in
Table 5.2 and Chart 5.1.[31]
Table 5.2
Seasonal Activities of Japanese Importers
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Safety Regulations and Quality Requirements
Garment manufacturers are regulated under Katei Yohin
Kisei Ho (Law Concerning Registration of Household Goods
Containing Harmful Materials) and garments are subjected to
Japanese standards, tests and certification requirements.
Labelling to denote country of origin is not required
by law. Clothing sold in Japan must not shrink when washed
and must be color-fast, regardless of price or place of
purchase. Labels are used to instruct consumers about the
washability and color fastness of the garment. Examples of
labels normally used are given in Appendix 5.[32]
Size Specifications
Japanese customers rely heavily on proper size
indications on the clothing they buy. Size specifications
and finish are very important. If a label is not sewn in
the correct place, or the sleeves are 2 cm. too long, the
goods are returned to the manufacturer. A list of the size
specifications is enclosed in Appendix 6.[33]
Market Segmentation
Haute Couture
This 'brand image' refers to fashion designers of
international repute. These high fashions' are mainly
imported into Japan from Europe and the U.S.A. but a few
are designed by famous Japanese designers and produced
domestically. They are sold in prestigious shops and
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purchased by upper class Japanese, and people working in
the performing arts and show business, design and
advertising, etc.
'Character Brands'
Since the early 1980's, the emergence of the
shinjinrui (the new people group) has gradually affected
the fashion market. They have broken away from the
traditional Japanese conformity and have taken a fresh look
at other countries. They want products that are
distinctive, durable and of good quality. They buy
whatever they feel suits them best, and will buy any
brand. These 'character brands' fill the gap between the
imported designer brands and standard Japanese products.
'Modern Fashions'
These are purchased by fashion-conscious young men
between the age of 20 and young women below the age of
25. These young people are willing to pay more than the
older generation on what they wear and they want clothes
that are fashionable and casual, like T-shirts and jeans,
etc., which are either imported or produced locally.
National Brands
These are the products of well-known Japanese
wholesalers and are sold in reputable retail outlets. The
clothes are either produced locally or imported under
strict Japanese control as far as design and quality are
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concerned. These customers really represent the majority
of the Japanese middle price market and they have
confidence in the wholesalers from whom they buy
Low Priced Garments
These garments are usually imported from Asian
countries and distributed by wholesalers. Although they
may carry foreign brand names, this is unimportant to the
customers. Price competitiveness is the main factor and
high quality and service are not expected.[34]
Japanese Distribution Channels
Japanese distribution systems differ significantly
from those of the U.S.A. and Europe. Large numbers of
small companies exist in both the wholesale and retail
sectors, even with secondary and tertiary wholesalers.
In the early days, when manufacturers and retailers
were both small size operations scattered around the
country, large wholesalers set up business to link these
groups of merchants in remote areas. Apart from buying and
.selling, these wholesalers also helped the manufacturers to
market their products amd provided financial support for
absorbing the risks of-carrying stocks.
As Japan is a country full of complex human
relationships, it is not surprising that although the
retailers know the first level wholesaler in person, they
are still willing to buy through some second level
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wholesalers. Such a complicated way of distributing goods
is depicted beautifully as a thousand layers' cake by Mr.
Robert Chua of Comitex Japan Co. Ltd.[35]
Clothing Distribution
In 1986 garment imports accounted for only 12% of
the total Japanese market demand. As shown in Chart 5.2,
10% of these were imported directly or indirectly by
wholesalers and 2% were imported by large retail outlets.
In addition to these 10% imports, the wholesalers also
handled 84% of of locally produced garments which accounted
for 94% of the Japanese market.
Wholesalers/Manufacturers
Wholesalers also call themselves clothing
manufacturers' since they sub-contract their production to
small factories. They design, market and sell garments
under their own brand name, and also finance retailers on
a consignment basis. In fact, they dominate the whole
distribution channel since the subcontracting factories
never grow beyond the stage of cottage industries.[36]
Mayor Retail Outlets
While Japan is still full of small retail shops which
account for 80% of total retail sales, the top 20
retailers are group operated Department Stores and Chain
Stores. With the exception of the 4,093 Kiosks of the
Railway Welfare Association, as shown in Table 5.3, there
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Chart 5.2













Note: Large arrows indicate major route.
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Table 5.3
The Top 20 Retailers in Japan, Fiscal year 1985
Type
of Total Sales Profit No. of
Rank Company Store Million) Million) Stores
1 Daiei C 1,373,559 16, 662 164
2 Ito-Yokado C 953, 206 46, 458 124
Seiyu3 C 765,475 8,106 170
4 Jusco C 761,167 21, 709 153
Nichii5 C 577, 196 161455 166
6 Mi tsukoshi D 568,417 71249 14
7 Seibu D 535,321 2, 788 11
8 Takashimaya D 501,531 11,578 6
9 Daimaru D 495,994 21140 8
10 UNY C 412, 793 15y524 111
11 Matsuzakaya D 363,525 8, 154 9
12 Marui D 35 7, 338 29)820 34
The Railway Welfare13 K 339, 772 4,093
Association
Ise tan14 D 291, 166 10,863 5
Nagasakiya C15 291, 031 5, 8 75 111
Hankyu D16 279, 940 53,677 8
Izumiya17 C 279, 842 9p410 58
DTokyu18 273,s 173 6, 112 5
C 253,855Chujitsuya 7219 5,422
245,906Ko tobukiya20 17017 159
C: Chain Store D: Department Store K Kiosk
Not available
Source: Nihon Keizai Shi.mbun
C
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are 9 Department Stores and 10 Chain Stores, sales by
which amount to Y3,665,405 million and Y5,914,030 million
respectively in 1985.[37]
Although Department Stores and Specialty Shops handle
34% and 32% of the total clothing retail sales
respectively, imports only account for 13% and 14% of their
purchases, as shown in Table 5.4. On the other hand,
although Mass Chain Stores and Direct Sales Companies
handle 27% and 7% of the total clothing retail sales, their
imports account for 22% and 30% of their purchases. While
the first two have more emphasis more on expensive items
and the second two promote more low-price products, the
proportion of their imported items to their total purchases
basically implies that imports are often regarded as
low-price products.[38]
Department Stores
Japanese department stores import mainly top quality
products from Europe and the U.S. They may purchase
directly from overseas manufacturers, or indirectly
through wholesalers and Sogo Shosha (trading companies).
Also they may produce famous foreign brands domestically,
under licence.
Although Japanese department stores are not buying
many products from Hong Kong, Hong Kong is a major
supplier of certain items of clothing like women's
sweaters and jackets. Usually these garments are sourced,
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Table 5.4
Purchase Sources of Japanese Retail Outlets and
Their Share of Sales in the Retail Market [38]
Purchase Sources
Market
Outlet Domestic Imported Total Share
Department
Stores 87% 13% 100% 34%
Mass Sales/






Others 70% 30% 7%
100%
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through Sogo Shosha, from Hong Kong factories who either
have established or Japanese interests. The order quantity
might be quite small, but they must still bear the product
labels of the stores.
Chain Stores
Chain stores emphasize mass volume and competitive
pricing of fast moving, good quality merchandise, and are
less concerned with brand names and so source more from
Asian countries.
They purchase these, foreign products from either
wholesalers, importers, sole agents of foreign companies,
or through their own overseas buying offices. As larger
chain stores are able to import in large quantities, and
bear the risk of unsold goods, they require these foreign
imports to bear their private labels.
The estimated proportion of imported consumer goods
to Total Sales of major Department Stores and Chain Stores
in 1985 are shown in Table 5.5.[39]
Mail Order Compaines
Despite the fact that mail order companies handle
only 1-2% of total consumer goods imported to Japan, they
enjoy a spectacular growth of around 10% per year. With
the increased numbers of working wives, who have only a
limited shopping time, and as the quality of the goods
sold are always guaranteed, they prefer to buy through
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catalog sales without actual inspection of the products
beforehand. It is understood that sweaters, jewelry and fur
items from Hong Kong are sold through this channel.[40]
The Market Image of Hong Kong Garments
Image Among Consumers
Except for the low-price range, all imported
garments are labelled with the brand name of the Japanese
wholesalers. The marking of 'Made in Hong Kong' simply
means that the goods are made outside Japan (by foreign
sub-contractors of Japanese wholesalers). Should any
problem regarding quality arise, the customer will
complain to the Japanese company.
The Image Among Wholesalers/Retailers
Hong Kong garments are regarded as comparable to
those made by lower to medium rating manufacturer in Japan.
Generally speaking, Hong Kong is preferred to China but
less preferable than Korea and Taiwan. The rating of
the different aspects of Hong Kong garments, as compared
with other Asian countries, is shown in Table 5.6.[41]
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Table 5.5
Estimated Shares of Imported Consumer Goods in Total Sales of
Major Department Stores and Chain Stores, 1985
Value: 100 million yen
Total of 9 Major Total of 9 Major
Department Stores Chain Stores
46,700Total Sales (A) 56,600
% Growth Rate 4.9 4.2
3,730 4,090Sales of Imports (B)



















Japanese Rating on Garment Exports of 4 Origins [41]
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With the rapid appreciation of the Japanese yen and
the opening up of the Japanese market in 1985, the Hong
Kong garment industry has many opportunities. There are
certain strengths and weaknesses of Hong Kong garments
compared to other Asian exporting countries. With the
impending change in the status of Hong Kong, and the
economic development of neighboring competitors, certainly
there are many threats to not only the growth but even the
survival of the garment industry.
In the following sections the Strengths and
Weaknesses of, Opportunities for and Threats to the Hong
Kong clothing industry will be analyzed.
Strengths
Infrastructure
Geographically located in the center of the Asian
Pacific region, Hong Kong provides excellent shipping and
cargo handling facilities for both air and sea transport.
As a free port, customs control is minimal and there are
very few documentation requirements. International
telephone, fascimilie and telex networks provide efficient
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communication worldwide. Most important of all, there is
no currency exchange control, so money moves freely into
and out of Hong Kong.
The Absence of Import Duties
Japanese customers always request high quality
fabrics, imported from Japan or Europe, for the garments
they import. As a duty- free port, the importation of such
raw materials does not add to production costs and
therefore export prices. This can be a major advantage
over Korea, Taiwan and China, although import duties in
those countries can be refunded after the export of the
finished goods.
Another important consideration is the fact that the
import of finished goods manufactured in China today are
not taxed.
Consistent Economic Policy
The Hong Kong government's lassiz-faire policy of
free trade, free enterprise and non-intervention has
resulted in a favorable climate for entrepreneurship. Hong
Kong's industries are flexible and adaptable to market
demand.
Ethics of Hard-Work
The Hong Kong workforce is very productive and
skilled and less stringent labor legislation enables the
optimal utilization of manpower resources.
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Easy Entrance to the Clothing Industry
Only a modest capital sum is needed for setting up
garment factory, which enables the increasing demand to be
met. Keen competition always exists which means that
manufacturers are forced to maintain high standards in
style, workmanship and delivery.
Skills in Cutting, Sewing and other Workmanship
Although many manufacturers are used to the less
stringent requirements of the U.S. market, they are capable




The labor supply for the manufacturing sector is
shrinking due to the steady growth of service industries.
Because garment manufacturers have to compete with other
industries, high labor costs and turnover and a lack
of skilled labor has pushed up the export price of
several manufacturers.
Outdated Technology
Concern over the political future of Hong Kong means
that many local manufacturers are reluctant to invest in
new facilities and machinery, like CAD-CAM, etc., which




Most of the Hong Kong manufacturers feel comfortable
communicating with American and European customers in
English, but are not capable of conversing in Japanese.
Although they can work with Japanese written drawings and
specifications better than Westerners because they
understand a minimal amount of Kanji (Chinese Characters),
the industry is behind Korean and Taiwan who have strong
ties with Japan since the late 19th century.
Unwillingness to Accept Small Orders
Most Hong Kong clothing manufacturers complain that
Japanese orders are too small, with too many varieties to
make and too stringent specifications to follow. They
suggest that Japanese customers increase their orders,
while the Japanese prefer to place small trial orders
initially.
Opportunities
Steady Appreciation of the Japanese Yen
Since the G-5 meeting in September 1985, the Yen has
appreciated by 94% from the exchange rate of US$1=Y243 to
•US$1=Y125 in May 1988.. During these three years Hong Kong
has had a considerable advantage compared to Korea and
Taiwan, whose currencies also appreciated against the U.S.
dollars, but not to the same extent. With the pegged
exchange rate of US$1=HK$7.80, Hong Kong products have
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become much cheaper than those from Korea and Taiwan. In
fact, the currency factor is the main reason for the export
boom since 1986.
Japanese Investment in Hong Kong
With the appreciation of the Japanese Yen, production
at home is more expensive than producing abroad, with the
result that Japan is investing in overseas production and
shipping the goods back to country. Hong Kong garment
manufacturers should take advantage of this and invite
their Japanese customers to establish joint ventures or
partnerships in order to extend their production facilities
and the capacity for Original Equipment Manufacturing
(OEM).
Produce with Co-operation of China
Since China opened her doors in the late 1978,
increasing numbers of Hong Kong manufacturers have moved
their production to nearby Guangdong and Fukien Provinces.
With the relatively cheap labor costs(equivalent to
one-tenth of those in Hong Kong) and rental charges, Hong
Kong can compete easily with other Asian exporting
countries. In fact, most of the knitwear exported from
Hong Kong to Japan in recent years has been produced in
China. Although Chinese workmanship is inferior to that
of Hong Kong, close supervision and control by the Hong
Kong manufacturers can guarantee quality.
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Threats
Revaluation of the Hong Kong Dollar
As the Hong Kong dollar is the only currency that
remain unchanged and pegged to the U.S. dollar, American
is consistently making the trade surplus with Hong Kong an
issue. There have been periodic rumors about re-pegging
or unpegging the Hong Kong dollar, but if this happens,
the competitive edge Hong Kong has gained over Korea and
Taiwan will disappear.
Political Uncertainties over Hong Kong
Hong Kong will cease to be a British colony and
become a Special Administration Region of China on July 1,
1997. Uncertainties about political and economic changes
during the transition have cast a shadow over future
industrial development, and the garment industry is no
exception. With no guarantee of return on long-term
investment, the competitive position of the Hong Kong
garment industry will weaken within a few years.
Potential Competition from China
While it is unlikely that China will reverse her open
door policy, her potential in light industry exports can be
a threat to Hong Kong industry. With Hong Kong
subcontracting more work in the nearby Provinces, the
Chinese have become more skilled and have started exporting
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similar products. If Hong Kong cannot upgrade her clothing
status in the near future, China could replace Hong Kong
as the leader world clothing exports the next few years.
Action Program for Hong Kong Manufacturers
Establish an Overall Marketing Plan
it is necessary for Hong Kong garment manufacturers
to decide on what kind of garments should be produced.
They should visit Japan to get an idea of the market by
window shopping in department stores, chain stores,
boutiques and specialty shops, etc. The F.O.B. price can
often be calculated from the retail price.
Japanese agents or consultancy firms should be
engaged to find out where comparable products are being
sold. They will ascertain the quantities sold each season,
and the distribution channels. The potential customers, be
they department stores, chain stores or wholesalers, can
then be identified and a time schedule for geographical
areas can be developed.
Advertising and Promotion Strategies
The use of advertising and trade fairs will not
produce customers for newcomers to the trade. This
applies everywhere in the world, not only in Japan, but
they do help to introduce the exporter to potential
customers.
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The most representative items that can be offered to
already-defined market segments should be shown, and
specializing in particular lines is suggested. Jack-of-all
trades please no-one, including the Japanese. Prices
quoted should be as keen and accurate as possible.
Japanese people are slow, and immediate orders
cannot be expected. There are many chances for sales
visits after the first exchange of name cards.
Lists of people who have visited a trade fair can
often be purchased from the organizers, and manufacturers
can use these as a basis for potential clients.
Identification of Potential Customers
The increasing numbers of Japanese department and
chain stores establishing offices in Hong Kong can
be considered potential customers. Lists of these
companies can be obtained from the Hong Kong Trade
Development Council.
In addition, importers and wholesalers who have
corresponded with the HKTDC or have contacted the Tokyo and
Osaka HKTDC offices are recorded in the database at the
•TDC's main office, and computer lists can be obtained at
minimal costs. Initial contacts through letters and fax
are recommended to prepare the ground for business calls.
200 of the 700 wholesalers in Japan are classified
as 'large'. A newcomer to the Japanese market should aim
at remaining 500, as the large ones will probably have
existing ties and commitments with established Hong Kong
manufacturers. The smaller wholesalers will be useful for
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giving an insight into the market and once' a relationship
with them is established, the larger ones can be
approached.
Retailers should not be approached, with the
exception of the large chain stores who import directly
from abroad. Although the idea of selling to retailers
may seem advantageous to both the sellers and the buyers,
this should be avoided as it will deter wholesalers and
manufacturers who buy large quantities from Hong Kong who
will see this as cutting into their business. In addition,
Hong Kong manufacturers do not have the same knowledge and
finance to back up the retailers as do the Japanese
wholesalers.
OEM for 'Character Brands' and 'Modern Fashions
Subcontracting work for Original Equipment
Manufacturing is recommended. 'Character Brands' and
'Modern Fashions' are newly developed marketing niches
which offer better margins. Most chain stores and some
wholesalers may be interested in locating Hong Kong
manufacturers.
Building a Better Image for Hong Kong Clothings
Although Hong Kong garments are regarded as of the
-same quality to those from Korea and Taiwan, Hong Kong
manufacturers should endeavor to improve the product image
to the levels of goods from Japan and Italy. They should
gradually move away from OEM and establish their own brand
images. Such repositioning is suggested in Chart 6.1[42]
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Chart 6.1



















From the analysis and performance evaluation in the
preceding chapters, it can be concluded that the Hong Kong
garment industry has been doing reasonably well in
penetrating the Japanese market.
The export share of Hong Kong clothing items amounted
to 3.7% and 4.6%, or, in monetary terms, HK$1,682 million
and HK$2,412 million, in 1985 and 1986 respectively, and
Japan changed places with Canada to become the fourth
largest export market for Hong Kong garments in 1986.
The opening up of the Japanese market provides
opportunities for other exporters, not only the Hong Kong
garment industry. With the rapid appreciation of the
Japanese Yen since 1985, Japan can import goods more
cheaply than producing them domestically. With the
increasing protectionist sentiments of the U.S., and
comptetition from other Asian countries, Hong Kong is eager
to tap this potential market that has a GNP comparable to
that of the U.S. Resulting from discussions held on
bilateral trade between Hong Kong and Japan, and in view of
the Hong Kong garment industry's export performance, Japan,
.as a -production-efficiency seeker' and Hong Kong as a
-market seeker' seem a good match.
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However Japan is operating through a basket of
markets'. Trade statistics show that Korea recorded a
significant growth of 62% in exports of garments to Japan
in 1987, whereas both Hong Kong and Taiwan recorded only
53% Hong Kong is only the fifth supplier of Japanese
imported garments and are exports far behind those of South
Korea, China, Taiwan and Italy.
Instead of competing with Korea, China and Taiwan in
the lower priced market, Hong Kong should concentrate on
the medium to medium-high price range to replace present
Japanese manufacturers and compete with Italy and France.
To achieve this, Hong Kong needs to improve its
weaknesses and further develop its strengths and keep an
eye on all potential threats. The action program for Hong
Kong garment manufacturers recommended earlier in this
report, is the result of research on marketing studies on
the Hong Kong garment industry and the Japanese clothing
market and also the useful opinions given by various
interviewees. The assistance of the Hong Kong Government
in overseas promotion, and the dedication of the local




LIST OF ORGANIZATIONS AND COMPANIES
SELECTED FOR AN INTERVIEW
Comitex Japan Co. Ltd.
Etonix Knitting Factory Ltd.
Hong Kong Trade Development Council
Japanese Export Trade Organization, Hong Kong Office
Marubeni Corp.





General Information on 'LIVE HONG Kong' Promotion
in Osaka, 1988
1. Project Name
Title: LIVE HONG KONG (LIVE 香 港
Phrase: We are electric-shocked by Hong Kong
（ 香 港 □ □ 電 □ □ ）
2. Project Period
9h March (Wed) to 21st March (Mon), 1988.
3. Objective
To promote and upgrade Hong Kong products, as well
as to introduce the charm of Modern Hong Kong to
Japanese consumers.
4. Format
A large scale in-store promotion jointly organized
by HKTDC and Diamaru Osaka Umeda Store.
This promotion is consisted of:
(1) A full-store scale promotion of H.K. products
(2) A Fashion Show
(3) An opening reception attended by top-level
dignitaries representing governments, and
business communities of both Hong Kong and
Japan.
(4) In-tore performances and cultural events
attended by H.K. popular celebrities
5. Products Products to be promoted included:
Fashion apparel (ladiesr, Men's and Children)
Designer's Collection (ladiesr) Fashion Accessories
Handbags Household Goods Toys Stationery/Gift/
Novelties House interior goods Furnitures Foodstuff
Jewellery Watch Fur Garments Bridal Garments and
Tour Packages.
6. Organizer
This promotion is jointly organized by HKTDC and
Daimaru Osaka Umeda Store with assistance rendered
from Cathay Pacific Airways and Hong Kong Tourist
Association







Floor H.K.Products to be displayed
13F
-Event Floor "Hong Kong Street"
Food/Apparel/Sundries/House Interior
12F






-Childron wear & Toys
7F












-Ladies' High Fashion Accessories & Casual Watch
-FoodB2
Store House: Weekdays 10:00am- 6:00om
(Food Dept. open till 7:00pm)
10F
Weekends 10:00am - 7:00pm
Closed on Tuesday
8. Opening Ceremony Date : 9th March, 1988 (Wed)
Time : 9:40 - 10:00am
Venue: East Square of Daimaru Osaka Umeda Store G/F
9. Fashion Show/Gala Reception:
Date : 11th March, 1988 (Fri)
Shows: 1st Show 2:15 - 3:00pm
2nd Show 4:00 - 4:45pm
Gala Show 8:45 - 9:30pm
Venue:
Sakura-no-ma





Telex: 524-2201 HILOSA J
Designers: Cary Tang, John Lai, Walter Ma,
Benny Yeung, Ragence Lam, Rene Ozorio,
Kai-yin Lo (Jewellery)
Show Garments: Spring/Summer'88 Collections
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Appendix 3
Reduced Tariff Schedule of Japan on Selected Items [21]
Japan's average tariff rate is already among
the lowest in the world.
Tarif rates of 1,853 items, 80% of all
dutiable items, are to be eliminated or
reduced by 20%or more. (Tariff rates on
softwood and hardwoodplywood and other
panel products shall be reduced as from
April 1987.)
Japan is ready to reduce its tariffs on
industrial productsto zero along with other
advanced industrialized countries in the




































Tariff Rates of Selected Clothing Items (23)















視 作 Rate of Duty
基 本
General








































Men's and boys' outer garments:
1 Containing furskin
2 Ohter
















































視 作 Rate of Duty
基 本
General






































Women's, girls' and infants' outer
garments:
1 Containing furskin or com.
bined or trimmed with
precious metals, rolled
precious metals, metals
plated with precious metals
precious ,stones, semi.




(1) Containing embroidery or
consisting wholly or
partly of lace
Coats and jackets, other
than those for babies:





Suits and costumes, other
than those for babies:





Dresses, other than those
for babies:












品 名 基 本
General
稅 率 Rate of Duty




































































































Of man made hbres
Other
Skirts, other than those
for babies:

























other than those for
babies:






other than those for
babies:
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Appendix 5 [32] Number Mark Instruction
105 Water temperature not to be over 30°C.
ILLUSTRATED INDICATIONS OF PRODUCT HANDLING LABELS
ATTACHED TO TEXTILE GOODS
Machine washing by gentle flow or by
gentle hand washing.
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Water temperature not to be over 30°C.(1) How to wash in water
Gentle hand washing. (Do not machine
wash.)InstructionMarkNumber
107 Do not wash in water.Machine washable. Water temperature101
not to be over 95°C. (2) Chlorine bleaching
Machine washable. Water temperature not102 Chorine bleach can be used.201
to be over 60°C.
Chlorine bleach can not be used.202
machine washable. Water temperature not103
to be over 40°C.
(3) How to iron
Water temperature not to be over 40°C.104 Iron temperature not to be over 210°C.301
High temperature setting (180°C - 210°C)
Machine washing with gentle flow or by
is preferrable.
gentle hand washing.
Iron temperature not to be over 160°C.302
Temperature setting of 40°C - 160°C is
recommended.
Iron temperature not to be over 120°C.303
Low temperature setting (80°C - 120°C)
is recommended.




Can be dry cleaned. Recommended agent401
Sample 1:is perchlaroethy Tene or petroleum
solvent.
Can be dry cleaned. Recommended agent402 Chlorine
bleaching60is petroleum solvent.
High Dry cleaningtemperature403 Dry cleaning not permitted.
Sample 2:
(5) How to wring out
Chlorine
bleaching501
Hand wring to be done gently. When 40
centrifugal drying is used, set to a Medium Dry cleaning
temperatureshort time. Petroleum solvent
502 Do not wring out.
(6) Now to dry
Gentle Lay flat and dry in the shade
601 Recommended to hang dry.
602
Recommended to hang dry in the shade.
603 Recommended to lay flat and dry.
604
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